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What's Happening To 


Consumer Credit? 


IT’S SLOWING DOWN, as the chart above shows. And some economists feel the 


downward trend in the last half of 1960 will continue into 1961 


BUT APPLIANCE MEN ARE OPTIMISTIC. They feel that consumers will borrow more 


next year—and that appliances will get a good hunk of that increase 


Economists, still gagging from the bad taste 
of last year’s failure to live up to their forecasts, 
are finding it hard to swallow one more bitter 
pill: Consumer credit, which they had expected 
to rise some $6 billion in 1960, probably didn’t 
increase much more than $3.5 billion. And the 
credit growth rate nosedive (shown on chart 
above) might continue well into 1961. 


Appliance credit men were not pessimistic about 
credit prospects in 1961, in spite of what some 
economists were predicting: 


e GMAC said appliance credit in 1960 was just 
about on a par with 1959. And one executive 
there didn’t expect any sharp change in 1961. 


e GECC didn’t see any substantial loss prob- 
lem within the finance industry. ““‘We’ve been 
through this before,” shrugged a spokesman. 


Redisco, Inc., President C. R. Brogan said, ‘‘Our 
overall volume, according to 1l-month figures, 
is 8.2% up over 1959.’ What’s more, Brogan 
added, “credit sales on appliances are still going 
up, because there are more stores, such as dis- 
count stores, that are using credit.” 

Brogan’s prediction for 1961: ‘‘The finance 
business will increase in volume, but not in the 


first half. There’s some possibility of a decline 
in the first half.” 


e Whirlpool and its credit subsidiary, Appli- 
ance Buyers Credit Corp., foresaw no slowdown 
in 1961 on appliance consumer credit. But a 
spokesman thought there would be an overall 
slowdown in the consumer credit growth rate. 


Why were appliance finance men optimistic? 
Generally, the reasons ran like this: 


There’s been no decrease in the percentage of 
appliances sold on credit. So, any increase in 
sales—and a slight one is predicted—will bring 
an increase in appliance borrowing. 


Terms have not been tightened. In spite of a 
reported clampdown by a number of large sales 
finance companies (Business Week, a McGraw- 
Hill publication, Dec. 17, ’60), none of the 
appliance finance organizations EM Week talked 
to had changed their national terms—either to 
tighten or to loosen. 


Money from other areas may be freed for ap- 
pliance credit buying. For instance, compact 
cars are taking an increasing share of the auto 
market. And, appliance finance men figure, with 


the compacts’ lower prices, some gold will be 
shaken out of automobiles and into appliances. 
Another possible source for more appliance 
credit dollars: The credit card business, which 
is being tightened up. 


There are forbidding signs, though, that 1961 
might not be all that rosy. Here are some: 


Consumer credit is no longer expanding faster 
than personal income, which had been the case 
up until 1957. Repayments have been climbing. 
And, while the total outstanding debt in 1960 
probably hit an all-time high of over $42 bil- 
lion (final figures aren’t in yet), the drop in the 
rate of growth is too sharp to ignore. 


The year 1960 was disappointing. In spite of an 
increase in domestic new car sales, usually a 
companion to an upswing in consumer credit, 
1960’s increase of about $3.5 billion is below 
1959’s jump of $5.4 billion. 


Whatever their predictions, though, all finance 
men—appliance and auto alike—are hoping 
that consumers, having saved their pennies and 
paid off existing debts in 1960, will be in a 
healthy frame of mind to buy again in 1961— 
on time, of course. 
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Why Did G-E 


Revive Premier? 


The new cleaner-polisher line 
uses an old and familiar name 
—Premier—to provide key 
stores with a line on which 
prices can be maintained 


Competitive pressures unique to 
the vacuum cleaner-floor care in- 
dustry are behind last week’s deci- 
sion by G-E to revive the Premier 
name (which was dropped by G-E 
in the early ’50s). 

That’s why the current move 
does not shape up as a prelude to 
second lines of other products mar- 
keted by the company’s house- 
wares division. 


Why a new cleaner line? The intro- 
duction of the Premier line will en- 
able G-E to get more penetration 
than they now enjoy in a number of 
key stores. Anxious for such busi- 
ness but unwilling to imitate the 
techniques used by competing man- 
ufacturers who have snared a share 
of this market. G-E has instead 
packaged a special line to appeal to 
big stores with price protection and 
limited distribution. 


Who gets the new line? G-E isn’t 
looking for a lot of dealers. In an- 
nouncing the move, J. B. Brawley, 
manager of marketing for the vac- 
uum cleaner department, stressed 
that it would be sold to only a 
limited number of retailers and 
only those located in approximately 
40 states where resale price main- 
tenance is permissible. Depart- 
ment stores are an obvious target 
but other merchants will qualify. 


How will the line be merchandised? 
Initially, at least, the price main- 
tenance will be accomplished 
through written agreements with 
dealers. The G-E name will be 
played down (the monogram ap- 
pears only once, and inconspicu- 
ously, at that, on the products). Re- 
tail advertising will play up the 
Premier name and make little or 
no mention of G-E. 


What’s in the line? Included are a 
canister vac at $49.98 and a polish- 
er at $29.98. They have distinctive 
styling, but will be comparable to 
G-E models which have cor- 
responding suggested list prices. 


What effect will this have on other 
G-E products? Virtually none. G-E 
already has a somewhat compar- 
able program on blankets but this 
Southport line of bed coverings is 
a premium-priced line and price 
is not so stringently controlled. At 
the moment there are no plans to 
add second lines in other products. 





Buys Bobrich Blankets; 
Casco Will Market Them 


Standard Kollsman Industries, 
Inc., Jersey City, N. J., has acquir- 
ed the electric blanket and heating 
pad division of Bobrich Products 
Corp., Beacon, N. Y., becoming the 
only electric blanket producer mak- 
ing every part of the product. 

The blankets will be marketed 
through the Standard Kollsman 
subsidiary, Casco Products Corp., 
Bridgeport, Conn., under a variety 
of names: Lady Casco, sold direct 
to franchised dealers; Casco, sold 
through jobbers; and private labels. 


2 








Baby, It’s Cold Inside 





YORK’S EXPERIMENTAL thermoelectric ice-maker, held by pretty model, 
is explained to distributors by A. B. Newton, York engineering vice president. 
The space-age machine would cost “about $50,000” to duplicate, Newton said. 





Btu Ratings: Accurate? 


Not always, NEMA says. So its 
room air conditioner section 
is setting up a_ certification 
plan to remedy the situation 


Beginning a year from now, the 
section will check out cooling and 
heating performances of room units. 
The program will be voluntary. 
And, because the matter of air con- 
ditioner capacities is an important 
one for the consumer, the NEMA 
section will allow non-members to 
get in on it if they want to. 


Why is the program necessary? Up 
to now, there have been a number 
of standards—one of them NEMA’s 
by which room air conditioner man- 
ufacturers could date their units 
by themselves. Presumably, when 
a unit carried a NEMA rating of 
so many Btu-per-hour, it meant 
that the unit delivered that capacity 
under certain NEMA testing stand- 
ards. 


But it didn’t always work out 
that way. NEMA wasn’t always sure 
if manufacturers were rating their 
units accurately. 


How will the new program work? 
When participants sign up, they’ll 
certify that their Btu ratings are in 
accordance with NEMA’s air condi- 
tioner standard CN1—1960. Then, 
both the participating companies 
and Electrical Testing Laboratories, 
Inc., New York, will conduct tests 
on the units. An administrator will 
oversee the operation. 

To put teeth into the program, 
NEMA’s section authorized the ad- 
ministrator to buy and test models 
that might be overrated. If he finds 
the capacity claims are inaccurate, 
the manufacturer will be given a 
chance to remedy the situation. No 
remedy, and his name will be strik- 
en from the section’s periodically 
published directory. What’s more, 
his certification seal will be taken 
away. 





Labor Warranties On Rise: 


Beginning Of A TV Trend 


Philco, quickly followed by West- 
inghouse, last week gave dealers a 
look at what may be a fact of in- 
dustry life by the end of the year. 


Free labor on television repairs 
during the standard 90-day war- 
ranty period on a nationwide basis 
was announced by both companies. 


Philco’s offer covered its entire line. 


Westinghouse’s action was limited 
to 19-inch portable receivers (P- 
3160, P3310 series). (Philco’s pol- 
icy was effective Dec. 15, 1960; 
Westinghouse’s on -Jan. 1.) 

As usual, the factories will con- 
tinue to pick up the bill for the 
parts during the 90-day period. 


By the time 1961 has run its course, 
now goes the speculation, this may 
be standard practice across the line 


on an industry-wide basis. 

Before introducing its plan na- 
tionally, Phileco experimented with 
service policies in key markets 
(EM Week, Oct. 25, 1960, p. 2). 
The evolved policy will be identical 
for independent servicing dealers 
as well as for non-servicing ac- 
counts, which employ their own 
service departments. 

All 17- and 19-inch Philco port- 
ables will be covered with “carry- 
in” service for $1.75; table models, 
compacts and consoles with “in-the- 
home’”’ service for $4. Philco service 
policy costs are over and above the 
set’s suggested list. 

As in Philco’s case, independent 
servicing agencies will be eligible 
to participate in Westinghouse’s 
program. Previously, some West- 
inghouse distributors and dealers 
have offered free labor and parts 
warranties on a local level. 








Report to JFK 
Affects Dealers 


Landis report on regulatory 
agencies may alter make-up of 
the FCC and FTC, units whose 
rulings have direct bearing on 
the business you do 


Sweeping changes in the federal 
government’s power to regulate the 
communications industry were rec- 
ommended to President-elect Ken- 
nedy by his specially appointed 
critic of the regulatory agencies. 


Breaking of the long-time log-jam 
in the allocation of additional tele- 
vision channels and the possible 
opening up of the UHF TV market 
are possible results of the report. 

These are two conclusions reached 
from a reading of the 87-page re- 
port prepared for Kennedy by 
James M. Landis, former dean of 
Harvard’s law school and former 
member of three government regu- 
latory agencies. The report, parts of 
which are in biting, direct lan- 
guage, is particularly critical of the 
Federal Communications Commis- 
sion for delays in making decisions, 
awkward procedures and suscepti- 
bility to the influences of the 
broadcasting industry. 

Specifically, Landis charged that 
“despite considerable technical ex- 
cellence on the part of its staff the 
commission has drifted and vacil- 
lated in almost every major area.” 

The rapid growth of radio and 
television communications, plus the 
rising demands for station and 
channel allocations by both private 
industry and government mean 
that 1930-vintage policy machinery 
is outdated, Landis said. 


The Federal Trade Commission 
came off with less criticism than the 
FCC in the report. FCC also affects 
appliance-TV dealers because of its 
enforcement of price discrimination 
laws and its recent excursions into 
the field of truth in advertising. 

He called for a revision of over- 
lapping jurisdictions between the 
FTC, the Justice Department and 
the Food and Drug Administration. 
He suggested that antitrust en- 
forcement be left up to the Justice 
Department’s antitrust division and 
that the enforcement of food laws 
be transferred from FDA to the com- 
mission. Landis, however, would 
leave jurisdiction over the Robin- 
son-Patman Act, which prohibits 
discriminatory price cutting, up to 
FTC, although he said Congress 
should clear up uncertainties in this 
statute. 





Westinghouse Will Televise 
Ohio Dealer Sales Meeting 


From 7 to 7:30 a.m. on Jan. 5, 
900 bleary-eyed major appliance 
dealers and consumers in Cleveland, 
Youngstown and Toledo may at- 
tend a Westinghouse sales meeting 
in their own homes, thanks to tele- 
vision. 

Westinghouse believes that the 
televised meeting will cost less and 
assure greater attendance and at- 
tention than a meeting in one city 
to which a lot of dealers would 
have to drive, or than three meet- 
ings, One in each city. 

Right after the telecast, the 
Westinghouse sales force will open 
a telephone blitz campaign to get 
orders from the dealers. 
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Preview At Markets: TV Drop- Ins Hint Of °62 


Zenith Drop-In Look: 
Turret Tuner, Changer 


Dealers getting their first look at 
Zenith’s reworked 1961 television 
line will find 39 basic models, rang- 
ing from slim-line portables to TV- 
stereo combinations, with remote 
tuning in 19 of the sets. 

Emphasis on matched and worked 
woods will continue in both the new 
TV and stereo lines. There are 14 
basic models in the new Decorator 
group, with styles ranging from 
American modern to Italian pro- 
vincial. 


In stereo, Zenith will offer three 
portables, plus 12 stereo consoles, 
all with AM-FM. 


The big deal in stereo, according to 
Leonard C. Truesdell, president of 
Zenith Sales Corp., is the “Stereo 


G-E Goes $159.95 
For 19-Inch Portable 


This may be a look at things to 
come. 


General Electric’s first offering in 
its 1962 television line, the set will 
be introduced for the first time at 
the opening of the Winter Markets 
in Chicago. Already in producticn, 
according to S. M. Fassler, market- 
ing manager of G-E’s TV receiver 
department, the set will be dlis- 
tributed within a few weeks. 
Dubbed the ‘‘Celebrity,” the lead- 
er (model M202WGN) has a cab- 
inet of high impact polystyrene, top 
controls, luggage-type carrying 
handle and monopole antenna. The 
cabinet, 12% inches deep at the 
bottom, tapers toward the top. 


The set uses a 114-degree picture 


RCA Adds 12 Color, 
15 B&W Sets To Line 


With 27 new sets in the 1961 
line, RCA Victor was busy plugging 
“New Vista’’ tuners, chassis refine- 
ments, 23-inch models and—as 
usual—color. 

In black-and-white, RCA threw 
its weight behind 23-inch models. 
All 15 new black-and-white models 
showed up with 23-inch tubes; all 
but two featured the “New Vista” 
tuner, included on all color models. 

New color TV chassis refinements, 
according to Raymond W. Saxon, 
vice president for marketing, cover: 
e@ New video peaking circuits 
which increase the band width. 
e New vertical deflection circuitry 
for greater stabilization. 

e Circuit breaker in place of the 
B-plus fuse. 
Prices? The new 


color models 


DuMont Goes Afte 


Beginning right now, DuMont 
will be hooting for the 27-inch tele- 
vision business. 


With plans to ship direct to dealers 
(the company will continue to work 
through distributors, too, accord- 
ing to George Cohen, TV-phono 
marketing manager), DuMont will 
be entering fields Magnavox has had 
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Professional’ record changer. 

Available in six of the company’s 
console phonos and one of its TV- 
radio-phono combos, the changer 
features a heavy-gauge steel turn- 
table which is belt-driven. 


The tone arm, which tracks at six 
grams, is rubber-mounted at three 
points and is spring-biased vertical- 
ly and laterally. Zenith is also fea- 
turing a 45-rpm spindle which is 
built into the turntable and flips 
up at a touch. 


The newly designed turret tuner 
(Zenith is calling it the Gold Video 
Guard) is built with a ‘‘Perma-Set”’ 
control on the front of the set which 
eliminates the need for calling a 
serviceman to fine tune the set, the 
company claims. With this new 
equipment, Truesdell explained, the 
user can peak tune each channel 
individually. 


tube, full-power transformer chassis 
and features vertical and horizontal 
blanking circuits. 


The stepup “Celebrity” sets have 
a dipole antenna and a rigid chrome 
carrying handle. They come in a 
choice of three color combinations: 
Antique white plus fawn, ivory or 
cordovan. 


Available as an accessory for the set 
is a custom-tailored “carry-cover” 
of double textured plaid rayon with 
waterproof backing. 

The cabinet design offers maxi- 
mum accessibility to all parts of the 
chassis for servicing, G-E claims. 
Bottom, back and sides of the cabi- 
nets are molded in one piece. Top 
control panel, picture tube and 
chassis are a single assembly. 

The Celebrity series, G-E says, 
represents a return to a concept 
the company pioneered in 1955. 


start at the familiar suggested list 
of $495 (model 211-CB-39, a front- 
tuned, front sound, table model with 
textured black finish and a four- 
inch speaker). 

There’s a consolette (211-CD-42) 
in three grained finishes at $595 and 
a console (211-CD-43), also with 
grained finishes, at $695. A lowboy, 
available in walnut, mahogany and 
oak veneers and selected hard- 
woods, comes in at $775. 

The new 23-inch black-and-white 
models with ‘‘New Vista” tuner in- 
clude a lowboy console (231-DE- 
531) at $279.95, a consolette (231- 
DE-62) at $239.95, and a swivel 
console (231-DE-59) at $299.95. 

Remote tuning in black and white 
boosts the suggested list $60. 

Price on the 23-inch table model 
(231-B-60) which features “long 
range” instead of ‘‘New Vista” tun- 
ing is $199.95 for ebony. (All prices 
are the eastern United States.) 


27-Inch TV Business 


pretty much to itself. 


First 27-incher in the DuMont line 
will be a Danish-styled lowboy in 
oiled walnut. The set carries a sug- 
gested list price of $450. Remote 
tuning will cost another $100. 


Three more sets—all 23-inch mod- 
els—will also be introduced during 
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NEW 19-INCH ZENITH PORTABLE (G2216L) has remote tuning, sleep 
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switch. 





NEW RCA STARTER, the Kelland (231-B-60), has a suggested list of $199.95. 


this month by DuMont: 

(1) An open-face console (The 
Westbrook) in traditionally styled 
mahogany with a suggested list of 
$299. 

(2) A lowboy (The Linwood) 
with contemporary styling in oiled 
walnut, blond mahogany or ma- 
hogany with a _  $299-$309 price 
range. 

(3) An open-face console with 
contemporary styling in blond ma- 


hogany or oiled walnut with sug- 
gested list of $299 and $309. 


The new DuMont sets won’t be 
shown at the Winter Markets, but 
will be in the company’s Chicago 
showroom during the market. 


While DuMont is making news with 
its new 27-inch model, parent com- 
pany Emerson held off announcing 
any developments. 
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Straight From 
Washington 


FEDERAL CONTROL OF WAGES ALONG MAIN 


STREET for the first time seems about as certain as 
anything during the first year of the Kennedy adminis- 
tration. At teast, the beginnings are in sight. 

President-elect Kennedy is committed to press Con- 
gress for a boost in the present $1 an hour minimum 
wage, along with an extension of coverage. He will 
request $1.25, put into effect over a three-year period, 
but will accept $1.15 immediately. 

He is less likely to compromise on extension of cov- 
erage to between 3 million and 4 million additional 
employes, many in retail establishments. Here is the 
probable effect on retailers: 
© The old minimum of $1 an hour would be put into 
effect immediately for stores not now covered, but a 
gradual rise would bring retail wages to the new mini- 
mum within three or four years. 
©@ Retailers would not be subject to overtime provi- 
sions of the law immediately. But, this too, would 
come within the three- or four-year period. 

@ Covered would be retailers with, say, five outlets 
in two or more states, or those doing certain mini- 
mum dollar volumes. Congress will thrash out specifics. 

Eventually, the drive would bring all major retailers 
under minimum wage coverage by broadening the con- 
cept of “interstate commerce.” The theory is that through 
their purchases large retail stores participate in inter- 
state flow of goods. * 


INCREASED SALES OF U.S.-MADE APPLIANCES IN 


EUROPE may be one result of spring conferences in 
Geneva of the General Agreements on Tariffs and Trade 
(GATT), the international body that negotiates tariff 
changes. 

But sales in this country of foreign-made goods are 
likely to be only slightly affected. Few of the tariff 
cuts contemplated are of direct importance to appliance 
dealers. The U.S., for example, maintains only a 12% 
import duty on radios and television sets, lowest among 
the major free-world countries. 

Improved sales abroad, particularly in Western 
Europe, would come from reduced tariffs and from 
higher standards of living achieved in the past few 
years. Many U.S. manufacturers already have set up 
plants in Europe. w 


CHAIN-STORE OPERATORS ARE CHEERED by recent, 


little-noticed Federal Trade Commission decisions 
which will make it easier to grow via the acquisition 
route. 

The FTC, in two separate cases, rejected arguments 
that acquisition may harm competition simply because 
the acquiring company already is big. The decisions 
involved ForeMost Dairies, Inc., and Scott Paper Co. 

Chains had fretted over the theory that size in itself 
harms competition because of advantages in distribu- 
tion, advertising, establishment of brand names, etc. 
The threat was that big dairies, supermarkets, retailers 
would have to divest themselves of literally hundreds 
of small firms they had acquired. 

The FTC decisions can be appealed to the courts in 
an effort to maintain the tough approach of the Sher- 
man and Clayton Antitrust Laws, however. * 





REGIONAL ROUND-UP 
How was the appliance-TV business before Christ- 


mas? Well, dealers said they'd seen better, but 
maybe the new year will bring more sales. 


MID-ATLANTIC ... WASHING- 
TON—AIll the reasons haven’t been 
uncovered yet, but.the fact stands 
that the Christmas selling season 
did not materialize in the Washing- 
ton area. 

Of course, one big factor was the 
weather. The mid-December snow 
storm hurt sales for almost a week 
—and, according to dealers—prob- 
ably the prime selling week. 

However, there were other rea- 
sons. Appliance retailers complained 
that recession talk has cut back 
consumer purchases of large items. 
Money is not being spent for the 
washers, refrigerators, etc. And the 
changeover from the Eisenhower 
to Kennedy administration hasn’t 
brought on much security for many 
jobholders here. 

Christmas sales of small items 
(knife sharpeners, hair dryers, 
mixers, etc.) have been better than 
average. So have portable television 
sets and transistor radios. 

Final totals this Christmas didn’t 
equal last year’s volume—even 
though in late November, most 
dealers forecast a good season. But 
the slow fall business never really 
picked up. 

For most dealers in the Washing- 
ton area, 1960 was a disappointing 
year. The outlook for early 1961 is 
no better. The next two weeks will 
be slow, they were saying. Al- 
though January looked good for 
white goods, stereo phonographs and 
records, the complete forecast was 
foggy. 


EAST LOUISVILLE—Appli- 
ance dealers here were reporting 
that holiday sales were not up 
to expectations. ‘Disappointing’ 
was the way Robert Heleringer’s 
Inc. put it. ““People are not popping 
for the big ticket items.’’ Another 
dealer said, “Our stores should be 
jammed today. Instead, we have 
hardly any traffic.” 

L. E. Leonardt of Leonardt’s Ap- 
pliances said Christmas buyers were 
being quite selective and were buy- 
ing special items. He reported that 
transistor radios, stereos and port- 
able TV sets were moving fairly 
well, but that other TV sets and 
white goods were finding few buy- 
ers. Stereo buyers, he went on, were 
going for the higher priced models. 
“Those customers who are buying, 
are buying well,” he added. 

Most dealers appeared to be at a 
loss to explain pre-Christmas mar- 
ket conditions. Unemployment has 
been up in Louisville, but no dealer 
put the blame entirely on economic 
conditions. “There just appears to 
be a reluctance to buy,” said Heler- 
inger. And several other appliance 
dealers agreed. 


SOUTHEAST... ATLANTA—The 
trend was clear, from Rich’s and 
Davison-Paxon department stores 
down to small, neighborhood deal- 
ers. Mrs. Katherine Haskins of 
Haskins Appliance Co. spoke for the 
whole retail-appliance market when 
she said, “Transistor radios in the 
$29.95 to $39.95 bracket have made 


our Christmas this year. Stereo 
consoles have moved well. And 
portable TV is at least holding its 
own.” Total sales figures varied 
from a “we’re down 25%” in south 
Atlanta, to an “up 17%” reported 
by Charles Castleberry, an aggres- 
sive dealer in Chamblee, a north- 
east Atlanta suburb. 

Department store reports were 
less than enthusiastic. A spokesman 
for one of Atlanta’s Big Two de- 
partment stores, when asked “how’s 
the Christmas rush going?” replied, 
“where is it?” Then he went on to 
say that it was a Christmas of big 
movement in small-dollar items 
such as radios and portable TV. 
Big-dollar TV and hi-fi was down 
10% from last Christmas at this 
store. 

Tight-fisted Atlanta buyers also 
turned up their noses at white 
goods. A top-line white goods dis- 
tributor said the white goods mar- 
ket in Atlanta was down 10% from 
1959. 

W. J. Alexander, Atlanta G-E 
distributor, called the white goods 
slump a “general softening as com- 
pared with last year’s Christmas 
sales.” 


MIDWEST... OMAHA—The death 
of 1960 prompted no tears here. 
Dealers hadn’t any left. Expecting 
a bellringer of a year, they got, in- 
stead, heavy snows, a mild summer, 
election jitters and buyer hiberna- 
tion, in that chronological order. 

“Down, down, down. Everything 
is down. Pick any category,” said 
Mike Lewis of Sol Lewis Co. “We 
figured right along on picking it up. 
We even ignored August, Septem- 
ber, October. But when November 
dropped, we boosted advertising 
40%. Now the problem is where 
to economize.” 

Lewis had its bright spots in 
stereo, television, with white goods 
“holding their own.” 

Paul Bartley of Paramount Radio 
described business as ‘‘a mixture of 
up and down.” Cresting were me- 
dium-priced laundry items, led by 
Speed Queen, with 14-cubic-foot 
Gibson refrigerators “doing pretty 
well.” 

Nebraska Furniture Mart’s Rob- 
ert Hefflinger said big ticket items 
“aren’t moving well.” Taking up 
slack were Hotpoint laundry pieces, 
Zenith television and Motorola 
stereo. 


WEST COAST... SAN DIEGO— 
Christmas appliance buying, hit by 
aircraft industry layoffs and con- 
struction slowdowns seemed down 
between 5% to 10% from 1959, pre- 
liminary reports indicated. Bright 
spots, however, were color tele- 
vision, dryers and FM. 

Nine local FM stations helped 
buyer interest in FM radios. A De- 
cember cold snap combined with 
successful promotion at the recent 
electrical and home appliance show 
made electric blankets big Christ- 
mas sellers, according to Tony 
Combs, president of the Bureau of 
Home Appliances. 
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PEOPLE {im 
in the NEWS iii 


Rybolt Heater Co.— Donald H. Paul- 
son has been appointed sales man- 
ager. He previously was marketing 
manager of F. E. Myers & Bros. Co. 


Philco—Streamlining of the mar- 
keting functions of the consumer 
products division brought the fol- 
lowing changes of responsibility: 
The electronics group (television, 
radio and phonographs) will be 
under Armin Allen, vice president, 
formerly vice president of electron- 
ic planning. Jack Cherry, formerly 
merchandising manager, refrigera- 
tion, air conditioners, becomes vice 
president of the appliance group. 





Paulson 
of Rybolt 


Cherry 
of Philco 


Jack Rishel, formerly director of 
merchandising for the consumer 
products division, was made vice 
president of the laundry group. Re- 
sponsibility for marketing consum- 
er products continues to be in the 
hands of Robert Urban, vice presi- 
dent, marketing. 





Rishel 
of Philco 


Kennedy 
of Philco 


Merchandising, advertising and 
sales promotion will be the job of 
Gibson Kennedy, named director of 
merchandising. 


General Electric—G. Neill Tobin 
was named manager-premium sales 
for the electric housewares division. 

















ALL NEW STYLE-LINE VENTILATING HOODS 


New design... new Radial-Flo fan ... new finish... new low price. 


Scroll-type fan built in under hood. Push button operation for 


enclosed light and 2-speed fan. Horizontal/vertical 314” x 10” dis- 
charge with back-draft damper. Striking new sculptured, compact 
, 42” and 48” —in Coppertone and new 


design. 4 lengths—30”, 36 


277 


Trade-Wind Satintone, priced with the lowest. 





a Soade—Dine DIVISION OF ROBBINS & MYERS, INC., 7755 Paramount Place, Pico Rivera, Calif. Dept. EMW 
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Big bonus for Merchandising Week 
subscribers! As Part II of the July 3, 
1961 issue of Merchandising Week, 


you'll be receiving a wonderfully 


useful business book... and it won’t 
cost you an extra cent! It’s the 1961 
Home Goods Data Book, and will 
contain the greatest amount of “how 
to do it” and “where to get it’’ in- 
formation ever offered retailers in 
this field. In your personal copy of 
the Data Book you'll find a world 
of ready-to-use information on Re- 
tail Operations — Marketing of all 
products you now handle or should 
consider handling; Advertising and 
Promotion of both your store and 
products; Business and Financial 


mation covering everything 


guidance and reference ma- 
1 terial; Store Operations infor- 


from site selection to sales train- 

ing. Included in your Data Book 
will be eight separate directories of 
products and manufacturers, in- 
dexed for easy use. The 1961 Home 
Goods Data Book is a business tool 
you'll use right through the year 
— and best of all, your copy is re- 
served for you right now! 
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Top quality appearance Your Data Book will be a solid, profes- 
sional volume, in a permanent, hard cover. Bound so that it will open 
flat to any page for easy use; top quality, fine-screen reproduction. 
Standard reference book size, 84” by 11%” — convenient to keep 
right at hand. 


Special Editorial Staff Home Goods Data Book has its own, year- 
around editorial staff, concentrating entirely on providing the most 
useful information for you in this once-a-year offering. These special- 
ist editors are backed by Merchandising Week’s entire staff (by far 
the largest editorial staff in this field), and by all the resources of 
McGraw-Hill, world’s largest business publisher. You’re getting the 
very best available in editorial attention! 





Useful-every-day information on nearly every part of Retail Op- 
erations will be found in your Data Book. Want information on the 
trend in laundry-combination sales, or power mowers, floor polishers 
or dozens of other products? You'll find it in the Data Book. Want 
expert advice on how, when and where to advertise? You'll find it in 
the Data Book. Want ready-to-use financial information, time-saving 
charts and tables? Or information on store layout, displays, select- 


ing and training personnel? You'll find it a// in your Home Goods 
Data Book! 





New all-products buying guide Never before have retailers been 
equipped with as broad a directory of products they handle, or should 
consider handling — or one as easy to use. Eight separate directories 
list thousands of manufacturers under hundreds of product cate- 
gories. You can get the information you need in sales-saving seconds! 
Here are the eight directory sections: 

Major Appliances/ Kitchens 

Outdoor Power Equipment 

Home Entertainment 

(radio, tv, hi-fi, stereo, tape, organs) 

Electric Housewares 

Floor Conditioning Equipment 

Non-electric Housewares /Lawn and Garden Accessories 

Master list of Brand Names 

Master list of Manufacturers 

(showing name, address, telephone) 


Beyond these easy-to-use directories, you'll find page after page of 
manufacturers’ ads — showing their full lines, their product features, 
their promotions and dealer aids — all classified by product categories. 


The annua! Handy? You bet — and there'll even be quick Reader Service cards 


to bring you any additional product information you need. 
All this value, without extra cost! And that means just 
what it says. Your copy of the Home Goods Data Book 
comes to you without extra charge or obligation of any 
kind. It is a valuable bonus for all Merchandising Week 















subscribers, and your personal copy of the 1961 edition will reach you 
on July 3. Watch for it — you'll want to start using it right away! 





Advance word to advertisers If you market a product sold through 
home goods retailers — or are considering this : 

type of retail distribution — you should 
have the complete Home Goods Data Book 
story. A copy of this announcement bro- 
chure should reach you in the mail within 
the next few days. It explains in detail the 
many unique advantages of advertising in the Data 
Book... the unusually low cost... the many high-productivity 
features. If you do not receive a copy this week, we'll be delighted 
to send one at your request. Write Home Goods Data Book, Elec- 
trical Merchandising Week, 330 West 42nd Street, New York 36 — 
or ask your Merchandising Week representative. 
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Are Housewares Prices Going Up? 
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Housewares and hardware retail- 
ers and wholesalers in the New 
York-New Jersey area fear that the 
recent price hikes in the aluminum 
cookware industry portend more 
price rises for the entire industry 
this year. 

Recently, three major producers 
of aluminum ware—Mirro Alumi- 
num Co., Wear-Ever Aluminun,, Inc., 
and Aluminum Specialty Co.—an- 
nounced that rising labor and ma- 
terial costs had forced them to raise 
their prices between 342% and 5%. 


“I hope this doesn’t indicate a trend, 
but I think it does,” a New York 
housewares distributor told EM 
Week. “More than a few house- 
wares manufacturers have notified 
me of price increases in the past 
few weeks,” he complained. ‘‘Things 
aren’t bad enough. They’ve got to 
raise prices.” 

“It’s the same in every industry,” 
George Dempsey, Manasquan, Sig 
retailer, explained. ‘“‘When the lead- 
ers hike their prices, it’s not long 
before everybody goes up.” 


The timing of the increases caused 
most concern among the housewares 
dealers and distributors. “It was a 
poor time to kick prices up,” 
moaned one distributor, ‘‘business 
has been down for months. Indica- 
tions for an upturn in the early part 
of the year aren’t good. And 
spring lines are abnormally slow 
for us so far this year.” 
‘““Manufacturers—not only of alu- 
inum ware—are taking advantage 
of everybody,” said Dempsey. “‘Busi- 
ness hasn’t been good for the past 
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six months. This price increase only 
adds fuel to the fire.” 


Price hike won’t affect sales. That’s 
the consensus in the New York 
market. ‘“‘How can the price rise 
change the sales picture?” asked 
the president of a New Jersey buy- 
ing group for 56 hardware-house- 
wares stores. “The manufacturers 
don’t have any competition on their 
level. Stainless steel and _ other 
cookware are in a higher price 
bracket; if the consumer wants alu- 
minum, she pays the price. What 
manufacturers need,” he thumped, 
“is a little competition on their 
levels like dealers have at retail. 
Things would be different then. 


“Manufacturers don’t need the 
increase,” he continued, “they’re 
making more money today on less 
volume than they were four or five 
years ago. Maybe their are 
going up, but even if they are, their 
profit picture is better than it ever 
was. Why don’t they cut back a 
little on their profits and give 
everybody a break?” 


costs 


y did manufacturers raise prices? 
They’ve felt the profit squeeze just 
as much as anyone. “Profits have 
been down for us over the past few 
years too,” explained one aluminum 
ware maker. “Don’t forget, house- 
wares manufacturers are working 
on lower profits than any other seg- 
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ment of the economy. We haven’t 
had a price increase in this busi- 
ness for more than 18 months.” 

Paul F. Rahr, vice president of 
Aluminum Specialty Co., explained: 
“We resisted price increases twice 
in the past six or seven years when 
steel prices were raised. They were 
the worst mistakes we ever made 
because it caused a widening of the 
price gap between us and the rest 
of the housewares industry to the 
point where it’s almost impossible 
for us to catch up. This latest price 
hike is an attempt to close the gap,”’ 
said Rahr. 

“Don’t forget, price isn’t the only 
way to sell aluminum or anything 
else,’ continued Rahr. ‘‘Manufac- 
turers are sick and tired of giving 
special price deals only to have 
them passed on in the form of price 
selling.” 


“WALKS” WHEELS OVER 
osm TRUCK-BUSTING BUMPS 


Chevrolet truck wheel action on rough road surface, 
as depicted by 4-stage stop-action photography 











CAN’T-BURN sun lamp, made by 
Safe-T-Sun Lamp Corp., Williams- 
burg, Va. 









No-Burn Sun Lamp Proves Hot Seller 


The Safe-T-Sun lamp has been 
market-tested with such success in 
several key cities the Safe-T-Sun 
Lamp Corp. is making plans to ex- 
pand its sales coverage and add 
portability and color to its product. 

This is the word from Wilson F. 
Skinner, vice president and general 
sales manager of the Williamsburg, 
Va., manufacturer. He told EM 
Week that initially plans call for 
direct shipments to big stores and 
a selective distributor setup to han- 
dle smaller outlets. 


What is the product? A filter fits 
over the face of the unit cutting out 
harmful, shorter ultraviolet rays, 
Skinner pointed out. Lamp bathers 


then can stay under the lamp’s rays 
for hours at a time. The replace- 
able filter will last about 100 hours. 
The lamp carries a suggested retail 
of $39.95, while the filter sells for 
$2. 


Where is it selling? Jordan Marsh, 
Boston, sold 220 units in one month; 
Macy’s and Gimbels, New York, 
each sold 150 in the same period. 

All the stores advertised (co-op 
ad money is available) and orders 
were repeated several times. 

J. L. Hudson, Detroit, Famous- 
Barr, St. Louis, Dayton’s, Minne- 
apolis, Strawbridge & Clothier and 
Gimbels, Philadelphia, Bon Marche, 
Seattle, and Meier & Frank, Port- 
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1 Rides down high maintenance costs. When a bump looms up, Chevy’s independently suspended front 
wheels ‘‘walk”’ right over it. Most road shocks and jolts never reach the chassis, cab or body. The truck 
rides smoothly, takes less of a beating, stays in cost-saving shape longer. Your income doesn’t dribble away 
in big repair bills. And you don’t lose money through excessive downtime, either. 





2 Rides cargoes over rough spots with less damage . . . minimum loss. Thanks, to those same “walking 
wheels,”’ loads don’t do much bouncing in the body of a ’61 Chevy truck. That means you, don’t have to 
contend with undue cargo damage that eats away at your earnings. (Chevy’s load-tailored rear suspension 
helps protect cargoes, too.) This sure protection for fragile loads—and profits—is standard in 1961 
Chevrolet trucks of every weight class. 





3 Rides drivers through with less fatique—for tighter schedules. Wait till you see how Chevy front wheel 
action works to eliminate tiring shimmy and steering-wheel fight. It means that the man at the controls 
can stay there longer with less fatigue—stay on schedule and do a bigger day’s work. (Another reason 
you can look for faster schedules is that Chevy’s bump-beating wheel action allows faster safe speeds on 
rough roads. ) 





That gives you an idea of how Chevy Independent Front Suspension works to move you ahead in the 
money-making department. And it’s available in 165 Chevrolet models for 61, from new Corvair 95’s to 
36,000-lb. GVW tandems. Check it out with a demonstration ride at your Chevrolet dealer’s, sometime 
soon. .. . Chevrolet Division of General Motors, Detroit 2, Michigan. 


I-BEAM AXLE DESIGN 
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INDEPENDENT FRONT SUSPENSION 


Ptr El 


In Chevy, each front wheel, suspended independ- 
ently, is free to step cleanly over bumps (see 
left). Each works:smoothly to reduce objectionable 
jolts so characteristic with I-beam axle design 
(right). Working with load-tailored rear suspen- 








sions in every weight class, |.F.S. provides the 
basis for profit-protecting performance that’s 
unmatched by I-beam axle trucks. 
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land, Ore., also have _ scheduled 
Safe-T-Sun ads. 


Why does it sell? Price mainten ince 
is an important part of the com- 
pany’s sales program. ‘“We’re going 
to do everything in our power to 
maintain prices,’ Skinner declared. 
He tempered this statement by add- 
ing: 

“I’m not naive enough to think 
that we can keep the price 100%. 
What we will try to do is keep it 
from being advertised at discount 
prices.” 

Piqued by one major store’s plans 
to advertise the lamp at a discount, 
the company threatened to take 
back its stock. Happy ending: The 
store relented and the advertise- 
ment carried the suggested price. 


What’s coming? The current model, 
which weighs 15 pounds and ad- 
justs from 11 inches to 61 inches in 
height, is primarily designed for 
bedroom use, where according to 
Skinner, 90% of such lamps are 
kept in the home. Coming is a table 
unit, which can be used in other 
parts of the house. Skinner believes 
sun lamps, primarily built-ins and 
ones that won’t burn, will become 
regular fixtures in bathrooms. So 
future models will come in “colors 
relating to bathroom decor.” 
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The greatest name in 
PORTABLE AIR COOLERS 


METALAIRE PRODUCTS DIVISION 
McGraw-Edison Company 
P.O. Box 1712 
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A vaporizer? Certainly sir; would you like it gift wrapped?” 


“You know something, Harris? There is a Santa Claus.’ 





























“It’s the season for giving, Harrison, and I’m giving you 
until 9 tonight to sell something!” 


“Merry Christmas, Jepson. This pen will write up 250,000 
Sales without refilling .. .” 





























“Let’s see 
$100 off 


last year’s Christmas bonus 
on color TV.” 


was 
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“Do you have to hum ‘I’m Dreaming of a White Christmas’? 
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PRODUCTS 


FEATURES THIS WEEK 


Hotpoint 1961 line e Modern water softener e Moto- 
Mower Terra Handle e Fostoria infrared heaters e 


Caloric gas disposer 


<< ccccccccc 
HOTPOINT Announces 


Range Line 


Hotpoint’s new 1961 electric ranges 
include 6 30-in.; 6 40-in. series free- 
standing models; 3 1-piece built-ins; 
4 30-in. ovens; 6 24-in. ovens, and 4 
surface cooking sections. 

In the 40-in. line the leader is a 
double oven model RC-86B with an 
automatic roast minder; a new “Gour- 
met Guide” metallic flip chart that 
lies atop the control panel back- 
splasher to help prepare meals auto- 
matically by giving basic facts on how 
to use the automatic features, such 
as rotisserie, roast minder, automatic 
timer, thermostatically controlled 
service units. Lighted pushbuttons 
are redesigned and made larger; re- 
designed thermostatically controlled 
surface unit combined with a new 
3200w Calrod is an automatic “pot 
vatcher”’; 3 new heat patterns fit all 
ize utensils: large, medium and 
mall; also prevents boilovers. 

Time clock settings allow user to 
automatically turn oven on while 
away from house; rotisserie for bar- 
becued foods; double oven, remov- 
able control knobs; and floor liners; 
reversible oven shelves permit 9 
cooking levels and removable refiec- 
tor pans and trim rings. 

Deluxe RC66B features automatic 
pushbuttons with recipe heat control, 
single oven with rotisserie, thermo- 
statically controlled surface unit with 
2600w Calrod; large oven, 

Medium priced double oven range 
RC56B has divided work surface sec- 
tion and pushbutton controls; special 
“spot” heat surface unit on 6-in. unit 
and timed appliance outlet. 

RC38B single oven range with cluster 
cooking surface units and deepwell 
cooker has full-width drawer at 
bottom and extra storage space with 
a side drawer. Other 40-in. models 


are RC36B and RCI6B single oven 
models with divided cooking surfaces 
and 2600w Calrod units. 

The 30-in. line is similar to the 40-in. 
line. Deluxe RB75B is similar to 


TPOINT SUPER DELUXE 
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RC86B with Gourmet Guide, rede- 
signed thermostatically controlled 
surface section and “pot watcher” 
3200w Calrod; redesigned lighted 
pushbutton rotisserie; removable 
floor liner, bake and broil units, 
knobs and an oven timing clock, 
timed outlet and large oven with 
peek-in window. 

RB65B has a large oven; automatic 
rotisserie; 2600w Calrod surface unit. 
Other models include RB41B with 
peek-in window and rotisserie, 2600w 
Calrod; oven timing clock. 

RB35B, automatic pushbutton model, 
has large oven, 2600w Calrod. 2 
budget priced automatics RB15B and 
RB13B are also included in the new 
line. All feature lift-off doors. 
“Town and Country” series of 1-piece 
built-ins include a 24-in, rotary con- 
trolled 3-surface unit with 17-in. 
oven, a 30-in. non-automatic tower 
pushbutton controlled model with 4 
surface units and 23-in.-wide oven, 
and a custom twin tower controlled 
automatic 30-in. model. All built-ins 
feature new thinner faster Calrod 
units; stay-up hinges and automatic 
oven temperature controls. All have 
easy-to-clean satin chrome cooktops. 
Oven door panels are available in 
white, yellow, brown, turquoise, pink, 
coppertone and silver satin finishes. 
In the built-in oven series, ‘“Cus- 
tom Crest” modeis RJ76B and RJ77B 
with right and left vertically mount- 
ed control panel feature an auto- 
matic ventilation hood and an oven 
door which acts as a mirror until the 
light is switched on, permitting user 
to see meal without opening door. 

4 surface cooking units complete the 
1961 built-in line. All on the divided 
top are pushbutton controlled by a 
central control tower; stay-up hinges 
allow easy cleaning; Custom RU35B 
has the same features except the 
controlled surface unit. It has the 
2600w Calrod unit. All surface units 
are available in white, yellow, pink, 
turquoise, brown, coppertone and sil- 
ver satin. 





Dishwasher Line 


Custom style leaders of the 5-model 
1961 Hotpoint dishwasher line are 
DA65B undercounter and DB65B 
maple topped mobile unit. They fea- 
ture a new washing system with 
electrically controlled detergent dis- 
penser and a 4-cycle selector: wash- 
and-dry; wash only; pot-and-pan cy- 
cle; and rinse only. 2 new sprays; 1 
lower rotor arm; a new upper jet 
spray arm that works in combination, 
eliminating need for pre-rinse. 
Medium priced DA45B has electri- 
cally controlled dual dispenser; new 
upper and lower wash system; sep- 
arate roller racks; spotless rinse with 
wetting injection system. 

DA45B has single dial control; DA25B 
undercounter and DB25B’~ maple 
topped deluxe models have 10 set- 
tings capacity; single dial control; 





separate roller racks; impeller wash 
action, electric heat drying; electric 
dual detergent dispenser. 

All Hotpoint 1961 models have safety 
seal door latches; automatic water 


controls; porcelain tub; 2. safety 
switches for overflow; maple top 
models can be converted to under- 
counter units by removing the casters. 


1961 Appliance Line 


Refrigerator Line 


Hotpoint’s 1961 refrigerator line fea- 
tures “The Compacts” that fit into 
21 in. of floor space. In addition, Hot- 
point is introducing 3 new 13-cu.-ft. 
refrigerator-freezers to complete its 
1961 line. 

The new “Compacts” are designed 
for dealers, builder dealers, apart- 
ment houses, trailers, summer home 
units, etc. 

Deluxe style leader is a 2-door com- 
bination, CK55B, with a food freezer 
that holds 89 lbs. frozen food. It has 
automatic defrost; glide-out shelves; 
2 compartment dairy storage; tall 
bottle zone; inner door shelf, plus an 
inner door shelf on freezer compart- 


DELUXE 2-DOO 


COMPACT 








Water Heater Line 


Hotpoint has reduced its 1961 water 
heater line to 19 models. They come 
in 2 types: silver and glass lined. 
Silver lined series include 30-, 40-,50- 
and 52-gal. sizes in round and table 
top models; 82-gal. in round only. 40- 
gal. models have quick recovery 
wattages, 50- and 52-gal. sizes, stand- 
ard and quick recovery wattages; 
wrap around unit. 

Glass lined series come in 40-gal. 
round or table top; standard or quick 
recovery; 52- and 82-gal. round only. 
(52-gal. come with standard or quick 
recovery); Calrod immersion unit. 
Silver lined units have 10-year war- 
ranty, automatic thermostat adjust- 
able from 120 to 180 degs.; hot water 
trap, cold water baffle. 

Glass lined series has 15-year protec- 
tion plan. 


ment door. 

SD55B, 1l-cu.-ft. “Compact” is a 
single door model with a 50-lb. full- 
width freezer and a 15-lb. chiller 
tray. It has 4 full-width shelves in- 
cluding a glass shelf that seals the 
vegetable crisper as well as adjust- 
able shelves for greater convenience 
and storage flexibility. 

SD45B, a 9.3-cu.-ft. single door model 
has a 50-lb. freezer; a 15-lb. chiller; 
full-width porcelain crispers_ store 
about 2/3 bu. vegetables; SC45B, a 
9.3-cu.-ft. “Compact” has all features 
of SC45B except the porcelain crisper. 
The 3 13-cu.-ft. combinations include 
Super Deluxe CW65B, Deluxe CL65B, 
and budget priced CK65B, which fea- 
tures a separate 105-lb. food freezer 
which holds frozen foods at zero; ad- 
justable, removable swing-out shelves; 
also full-width crisper that has 
swing-out feature. 

Other features include extra half 
shelf for hard-to-store items; auto- 
matic defrost; meat pan; butter spread 
control; aluminum door shelves; 2 
lights to illuminate interior. 

Deluxe 13-cu.-ft. combination, CL- 
65B, on rollers has many features of 
super deluxe combination; 105-lb. 
separate freezer; automatic defrost; 
sliding shelves; deluxe dairy storage 
area; twin crispers; tall bottle zone; 
removable egg rack. 

Hotpoint also has a 14-cu.-ft. and an 
18-cu.-ft. combination with automatic 
defrost in both compartments and on 
both models. Extra thin Wonderwall 
insulation on the 18 provides 18 cu. 
ft. storage in floor space of an ordi- 
nary 12. Hotpoint, Inc., 5600 W. Tay- 
lor St., Chicago 44. 


Disposer Line 


Hotpoint introduces 2 new waste dis- 
posers for 1961: a deluxe top and a 
continuous feed model. 

Designed to fit all types porcelain 

or stainless steel sinks with 3%- to 4- 
in. openings, they incorporate new 
jam free mechanism. Swinging ham- 
mers push waste against the shred- 
ders then fly back into position. No 
springs or other gadgets are used, 
Deluxe model MB65B is the switch 
top disposer. Unit is activated by. 
turning switch top to “on” position. 
Top also serves as a seal to retain 
water in the sink and as a drain to 
serve as a strainer. 
Budget model MA25B is a continuous 
feed type wherein additional waste 
can be added while the disposer is 
in operation. Hotpoint, Inc., 5600 W. 
Taylor St., Chicago 44. 
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MODERN Water Softener 


An automatic space saving water 
softener, Tuck-A-Way, features the 
softener tank within brine tank for 
compactness. Its single unit design 
makes for easy installation. 

It carries high-capacity  triple- 
purpose resin allowing the use of a 
smaller softener tank without reduc- 
ing efficiency. The softening tank and 
brine tank are of heavy-gauge gal- 
vanized steel with a double coating 
of plastic. Only 1 moving part is op- 
erated by a 2-circuit tork timer; 
newly improved brine valve. Water 
containing up to 5ppm of iron can 
be handled by Tuck-A-Way with a 
weekly capacity of 100,000gr. This 
water softener takes up 21x21 in. floor 
space; brine tank has capacity of 
200 lbs. salt. Modern Water Equip- 
ment Co., Freeport, Ill. 





FOSTORIA Announces 


Infrared Heaters 


A new line of electric infrared com- 
fort heaters for hard-to-heat indoor 
or outdoor areas is announced by 
Fostoria. 

The new infrared heaters transfer 
radiant energy directly from source 
to object without costly heating of in- 
tervening air and are ideal for out- 
door heating as well. For indoor areas 
where large air movements make 





conventional space heating costly or 
ineffective, and for areas where only 


-- occasional heating is required, or for 


localized heating. 

They are practical for supplemental 
heating also. Designed for overhead 
mounting, they can be installed easi- 
ly and quickly. 

The series CH are available in vari- 
ous models for use with linear quartz 
lamps which provide high operating 
efficiencies converting as much as 
86% of electrical energy into radiant 
output. 

Other features are low first cost; 
low operating and maintenance costs; 
instantaneous response; silent, safe, 
clean, healthful heat without fumes, 
dirt, odors or hazardous open flames; 
patented front loaded sockets for 
easy installation of elements and mod- 
ern design. Fostoria Corp., 1200 N. 
Main St., Dept. 86, Fostoria, Ohio. 





MOTO-MOWER 
Terra Handle 


Moto-Mower announces an_ inter- 
changeable power unit, the Terra 
Handle, and 10 attachments, includ- 
ing a tiller, cultivator, tiller-culti- 
vator, edger-trimmer, lawn vacuum, 





tractor, plow and sickle-bar mower 
and 2 rotary lawn mowers. 

The handle features a centrifugal 

clutch designed to reduce engine 
wear and eliminate engine stalling; 
a pivot handle that can be adjusted 
to almost any position to suit the 
convenience of the operator, it can 
be raised, lowered, positioned to left 
or right or set at an angle; the use 
of snap clamps to fasten the handle 
to its attachments without wrenches 
or screwdrivers or belt changing and 
an engine that delivers 400 hrs. work. 
It is powered by a 3.25-hp, 4-cycle 
cast-iron cylinder-sleeve engine 
equipped with an impulse starter; it 
weighs 40 Ibs. 
Prices: Handle, $99.95; attachments 
from $29.95 for edger-trimmer to 
$149.95 for 3-speed tractor. Moto- 
Mower, Inc., Sub. of Dura Corp., 625 
S. G. St., Richmond, Ind. 





CALORIC Gas Disposer 


A new gas incinerator unit which can 
be used for indoor or outdoor instal- 
lation is announced by Caloric. No. 
21 disposes of any material normally 
incinerated; comes in “Caloric Bronze” 
finish; has accurate-control time set- 
ting which can be varied depending 
on material to be incinerated; special- 
ly designed burner and pilot assem- 
bly to eliminate smoke and odor. 
Top door lock is manually con- 
trolled by lever on the control panel 
which has “open” and “lock” posi- 
tions; once the top door has been 
locked and burning cycle begun, the 
door cannot be opened accidentally. 
An optional safety feature for the 
unit is a key-operated locking device 
for the control panel door. Can be set 
for dry, normal or wet. Caloric Ap- 
pliance Corp., Jenkintown, Pa. 








ae 


EEO eee 





Make no mistake, Mr. Serviceman 


When you u 








Every day the washer is in use, the 
superstructure assembly receives a 
brutal pounding. In order to take this 
beating, it must be made to the high- 
est quality, precision specifications to 
fit right, just like the original part. 
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structure, you endanger 
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Whirlpool Corporation sells only new 


your service profits! 





original genuine FSP replacement 


superstructures...they are never rebuilt 


Don’t take a chance on rebuilt superstructures! 
You might save a few pennies in purchase price 
compared with a new, quality FSP superstructure, 
but you also could well be letting yourself in for an 
expensive call-back. Your service reputation is also 
at stake; don’t endanger it with false economies. 
Play safe with quality FSP parts. They fit right, 
work right, last long, and protect your service profit. 





Factory Specification Parts for 


Whirlpool, some appuances 


meet the toughest specifications in the industry 





Service Division, Whirlpool Corporation, St. Joseph, Michigan 


Use of trademarks fq and RCA authorized by trademark owner Radio Corporation of America 
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YOUR personal BUSINESS 


If you're snowed under—literally—here are some gadgets you might want 
to keep in your car. A detachable grit spreader will release grit for 
easier traction at the touch of a button. Set of two costs $29.95. Two 
more aids for winter driving: A Shortee Snow Shovel and Sno-Go Treds, 
which fit under rear wheels to get you out of slippery spots easily. 
Price $4.98. For names of manufacturers, write: Your Personal Busi- 
ness, EM Week, 330 W. 42nd St., N. Y. 36, N. Y. 


AAA 


Are you the one out of every 35 civilians in the U S. covered by major 
medical insurance? if you're not, you may want to know more about this. 
means of financing your catastrophe medical care expenses. Here's how 
the Health Insurance Institute explains it: 


What does major medical cover? It helps pay for virtually all types 
of medical services, including medicines and drugs, medical appliances 
and physicians’ services. And it covers practically every kind of 
treatment needed for recovery—either in or out of the hospital and by 
a licensed physician anywhere. This includes such charges as care by 
a registered nurse at home or in the hospital, ambulance or other neces- 
sary transportation costs and dressings. 

Benefits on major medical insurance can range as high as $10,000 or 
$15,000. 


What's different about major medical? It has two identifying features: 
the deductible and coinsurance. 





@ The deductible, similar to the one in automobile insurance, can 
range from $25 to $500, depending on the policy. What is deductible? 
Simply the amount of initial medical expenses that you have to pay be- 
fore your policy benefits begin. As the Health Insurance Institute 
points out, the higher the deductible, the lower the premium. 


e Coinsurance, where you the policyholder share part of the risk with 
the company, comes into effect after you've applied the deductible. 
Under coinsurance, the company pays 75% to 80% of the bills, the insured 
pays 20% to 25%—depending on the policy. 





What's the most popular type of major medical? The one where major medi- 
cal supplements basic hospital-surgical insurance. After the basic 
plan reaches the exhaustion point, major medical moves in to handle 
the bills. 





AAA 


Have you ever wondered how your doctor bills stack up against those in 
other parts of the country? Here are some average costs for obstetric 
care, appendectomies and office visits. Figures are from the Health 
Insurance Institute and the U. S. Bureau of Labor Statistics. In each 
category, we've listed the two highest and two lowest cities from a 
sample of nine: Minneapolis, Philadelphia, Cincinnati, New York, St. 
Louis, Washington, Chicago, San Francisco and Los Angeles. 














e Obstetrical "package": New York, $184; Los Angeles, $183; Minneap- 
olis and St. Louis, $120; Cincinnati, $114. 


e Office visit to general practitioner: Los Angeles, $5.90; San Fran- 
cisco, $5.17; Philadelphia, $3.50; Minneapolis, $3.35. 





e Appendectomy: Los Angeles, $235; San Francisco, $215; Cincinnati, 
$155; Washington, $150. 


What about prescription costs? United Press International reports that 
the average price of prescription drugs last year was $3.08, while 
"miracle" drugs cost about $4.40. 
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BROCKWELL SAYS 


Now, Fix That 
Refrigerator 
Unit: You'll 
= Save Money 





A unit failure in a refrigerator or freezer does 
not necessarily call for replacement of the entire 
refrigerating machine—if your serviceman 
knows enough about diagnosing and repairing 
such units. 

But he may be rusty—or he may never have 
learned enough on this subject—because for 
years now the industry has been exchanging 
the entire hermetically sealed mechanism. One 
by-product of this practice has been that it has 
enabled the white-goods serviceman to get by 
with only a smattering of refrigerator servicing 
know-how. 


What kind of work is being done now in lieu of 
exchanging the entire mechanism? Replacement 
of the entire refrigerating machine. 

Take, for example, a motor-compressor fail- 
ure in a unit which is otherwise sound. For some 
makes and models, your serviceman can get a 
replacement kit—consisting of the motor-com- 
pressor assembly with appurtenances appro- 
priate to the job in hand—especially designed 
to facilitate installation of that subassembly in 
the field. That kind of job calls for the services 
of a full-fledged refrigerator repairman. 

Even for makes and models for which these 
kits are available, though, there will be cases, of 
course, where such a unit repair is not indicated 
and the serviceman will have to replace the 
entire unit anyway. He distinguishes the one 
from the other by careful diagnosis. That im- 
portant step also calls for the services of a full- 
fledged refrigerator repairman. 

If the manufacturer of your line does offer a 
motor-compressor exchange plan and you 
haven’t already taken advantage of it, it might 
be a good idea to discuss with your serviceman 
the possibility of modifying your service pro- 
cedure to include such unit repairs. 


Why get involved with repairs of this kind? 
Well, for one thing, if you have more than a 
few unit failures a year, the modification could 
bring about a substantial cut in your labor 
costs. I am sure you will agree that any new 
service technique that cuts labor costs without 
sacrificing quality is worthy of consideration. 
There are advantages to your customer, too. 
On out-of-warranty machines, you save those 
customers money—not only on the cost of ma- 
terials, but also a great deal on labor. One 
manufacturer’s records show that a serviceman 


‘can replace a modern refrigerator’s motor-com- 


pressor assembly in the field in half the time it 
takes him to replace an entire unit. 

On in-warranty machines, you minimize 
chances of incurring ill-will from those cus- 
tomers. To a homemaker, it is sickening to see 
one’s refrigerator, and particularly a recently 
purchased one, spread out in the kitchen in 
what appears to be a million pieces. A unit ex- 
change nowadays. usually calls for extensive 
disassembling of the refrigerator; a motor-com- 
pressor replacement does not. 


What should you do to take advantage of these 
developments? Before your serviceman under- 
takes his first unit repair, though, be sure he is 
fully equipped and qualified to handle this kind 


of business. To that end, work closely with 


your service counselor. He can tell you what 
additional equipment is needed and the chances 
are good that can tell you also whether your 
serviceman will need additional training. 


ABOUT THE AUTHOR—P. T. Brockwell’s name 
is a familiar one to the readers of EM Week. 
His articles on effective service management 
have earned him a wide following among ap- 
pliance dealers and his two series of articles on 
repairing both major and small appliances have 
been reprinted by the McGraw-Hill Book Co. 
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FINANCIAL |i 
NEWS [linn 


RCA—The Corporation declared a 
2% stock dividend, in addition. to 
the regular quarterly cash dividend 
on the common stock. The dividends 
are payable to stockholders of rec- 
ord Dec. 16, 1960. The cash divi- 
dend will be paid Jan. 23 and the 
stock dividend, equivalent to about 
$1.10 a share, will be paid Jan. 30. 
In addition, a dividend of 87\%¢ 
a share was declared on the first 
preferred stock for the period Jan. 
1-March 31; payable April 1 to 
holders of record March 6. 


American Motors Corp.—The an- 
nual dividend rate was increased 
from $1 to $1.20 a share, the second 
dividend increase made by Amer- 


ican Motors in 1960. Prior to a 
three-for-one stock split on Feb. 
10, 1960, the company had paid 
quarterly dividends equivalent to 
20¢ a share on the split stock. The 
quarterly dividend was increased to 
25¢ a share at the time of the split. 

AMC reported that operating 
costs in the Kelvinator division had 
been pared to meet more compe- 
titive market conditions. 


Carrier Corp.—A net profit for fis- 
cal 1960, ending Oct. 31, 1960, equal 
to $2.03 per common share, was re- 
ported. The profit was a drop from 
the profit of $3.62 registered in 1959. 

Earnings in fiscal 1960 amounted 
to $5,008,000, compared to $8,266,- 
000 in the preceding fiscal year. 
Net sales figures for fiscal 1960 
dropped from $263,434,000 in 1959 
to $256,800,000 in 1960. 
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You’ll find the newest in refrigera- | 


in Paragon 
tors from Gibson. A product far | . 
advanced in the features today’s | appliance 


shopper demands, yet priced real- 
istically for sales! See it, starting | 
January 6th, Merchandise Mart, | 
Space 11-102. And see the complete 

line of Gibson appliances—priced | 


for you to sell at a profit! 





Write: 


PARAGON 


ELECTRIC COMPANY 
1638 Twe/fth St. * Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 


you deserve a profrit, 
get one with 


REFRIGERATORS + FREEZERS~+ ELECTRIC RANGES*: AIR CONDITIONERS * DEHUMIDIFIERS | 
14 ELECTRICAL MERCHANDISING WEEK 





Gibson Refrigerator Sales Corporation, Greenville, Michigan, A subsidiary of HUPP Corporation 
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epublic Trans. = ae a a ; . : 
Tcksoe ton” ety im | 3% | 2% | — ¥ a oct 52300 | 89.200 | 2442 
| 0S. f , sae 
aa _ 5 | 5% | Ot Og RANGES, Gos, Stondord....... Nov. 141,000 159,600 —11.65 
Trav-ler Radio _ — bY, 6%, _ 11 Mos. 1,695,200 | 1,854,490 — 8.58 
Webcor _ ee i de ET Oct. 30,800 34,700 —11.24 
ep - : 10 Mos. 290,900 290,100 + 28 
ded, Paid last poor. FPoyable in stock ‘during 198%, eximated cosh value on” ex-dviders "er ged. | VACUUM CLEANERS. Oct. 290059 | 330,09 —123t 
a i on poe on gage catkaiian dune. e finn MS 7 ee Ae ig 4  & capes Gee splits 10 Mos. 2,778,045 2,836, ae 
durian oor “steppe ieee medbestiedbden viicsiatbes WASHERS, Automatic & Semi-Auto... Oct. 247,338 282,415 ~12.42 
75,487 —12.72 
ANALYSIS: Christmas on Wall a good sign. On the listings shown Wringer & Spinner... gs ye we 36.95 
Street fell off slightly from the rosy above, losses outnumbered the 10 Mos 614.737 780.857 —21.27 
predictions that accompanied last gains but most losses were frac- WASHER-DRYER COMBINATIONS. Oct : 13.062 4.798 ~ 47.33 
week’s excellent showing by the tional thus accounting for the small ; 10 Mos 131.957 165.352 —~20.20 
market. Although the average on dip in the average. Only two new WATER HEATERS, Electric (Storage) Oct. ‘ *49 200 65,100 94.4) 
the EM Week chart was down al- lows were registered this past week, : 10 Mos “567000 708.000 ~19.92 
most half a point, the outlook for while General Dy. hit its year high. i ¢ ‘ x 
the year-end market is still con- G-E at minus 2% and Motorola, WATER HEATERS, Gos (Storage)... Bo Be Bes a 
sidered by many to be a good one. also at minus 2%, were the biggest i plead she piherses i 
Trading was up on both exchanges, losses suffered. Gains were minimal. *Preliminary Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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THIS GENERAL ELECTRIC CLOCK RADIO MEANS TRAFFIC! 


$29.95* with five transistors plus diode, three 
colors and a simulated leather case. 

Stock up, sell up for big profits in’61...with 
the handsome General Electric line. 


Start up the road to bigger profits and store 
traffic by featuring this General Electric 
Clock-Radio for just $19.95! 

At that price—the biggest value yet for a 
General Electric Clock Radio with such strong 
pull-in power—you’'ll get traffic you need to 
sell up to the rest of the wide and profitable 
General Electric radio line. 


This clock radio has four tubes plus rectifier, 
printed circuit chassis for uniformity, reli- 
ability and longer life. 

Additional General Electric Traffic Builders! 
e The T-100 table radio at $15.88.* Strongest 
pull-in power ever in a General Electric Radio 
at this low price. 

e The P-795 portable at a new low price of 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


In Chicago, at the Furniture Show, see the full line of General Electric Home Entertainment Products—Radios, Stereo Consoles and Television sets. At the Housewares Show, 
see the full line of General Electric Radios & Stereo Portables. *Manufacturer’s suggested retail price. Slightly higher South and West. General Electric Co., Radio Receiver Dept., Utica, N. Y. 
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